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No other source of Load Building can be 
so profitable 72 Months a Year as SERVEL 


AIR CONDITIONING 


distr 
deale 
that 

more 
activi 
top-fi 
job. | 


Cools in Summer... 
Heats in Winter... 


USES GAS 
ALL YEAR ’ROUND 


No other equipment contributes so much to your gas load .. . no other equipment 
so smooths out the peaks and valleys of seasonal gas demands. For Servel is 
the revolutionary unit that uses heat to create both warmth and cooling ...a 
truly year ’round air conditioning unit that uses only one energy source 365 
days a year, GAS! 

Servel teams up with GAS to give homes, stores, offices and factories air con- 
ditioning features they can get no other way: economy, cleanliness, silent and 
noiseless operation, no moving parts to wear in the refrigerating unit, freedom 
from vibration, complete automatic temperature control from 20° below to 130° 
above, humidifying and dehumidifying. Yes, sell Servel and you sell GAS at its 
very best. Together we're a team that can’t be beat! 





AIR CONDITIONING EQUIPMENT 


SERVEL, INC., EVANSVILLE 20, IND. + IN CANADA, SERVEL (CANADA) LTD., 548 KING ST., W., TORONTO, ONT. 


38 American Gas Journal, July 19 








How to Work With the Gas Company 


ITH the ever increasing trend 
toward more and more promo- 
tional and advertising activity 


in the major ap- 
pliance industry, 
distributors and 
dealers are finding 
that they need 
more than normal 
activity to do a 
top-flight selling 
job. One manner 
in which this can 
be achieved is € 
through close and -~ 

consistent cooper- B. E. DeGroot 
ation with the local utility. In Greater 
Cleveland and northeastern Ohio, we 
have received enthusiastic advertising 
and promotional assistance from The 
East Ohio Gas Company. 

East Ohio, and gas utilities in general, 
are deeply concerned in maintaining and 
building a year-’round load factor. This, 
of course, is realized only when consum- 
ers Own and operate gas appliances 
which are in use throughout the year and 
not just during the heating season. 

Gas dryers are load-building appli- 
ances: they have a definite “glamour” 
appeal based on consumer desire to be 
“modern.” By taking advantage of these 
circumstances we have not only greatly 
increased sales of Bendix Gas Dryers, 
but have aided the gas company by put- 
ling more modern gas appliances into 
use, thus showing that joint promotion is 
mutually profitable. 

The cardinal rule when seeking the 
aid of gas utility people is: be prepared. 
Remember that gas utilities, like all other 
business concerns, want to know where 
their dollars are going and what return 
they can expect. The most successful 
pattern that we have found is to develop 
an interesting promotional program— 
outline this program on paper, touching 
briefly on each phase of the program we 
intend to sell. If advertising is to be used, 
rough layouts are included to make our 
presentation more forceful. Any cooper- 
ation in which the utility is expected to 
share is itemized. Lastly, we determine 
the sales objective which is to be accom- 
plished as a result of the program. 

Once a sound promotional activity has 
been developed and outlined, an initial 
Mecting with the gas company is sched- 
uled. The presentation meeting, if possi- 
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by B. E. DeGroot 


President 
Northern Ohio Appliance Corp. 
Cleveland, Ohio 


ble, is made to all gas company depart- 
ment heads who will eventually be in- 
volved in the joint activity. This practice 
eliminates additional presentations and 
also arouses group enthusiasm. 

After a merchandising plan or promo- 
tional activity has been accepted by the 
gas utility, adherence to even the small- 
est detail is necessary. Continual contact 
between the gas utility and the distrib- 
utor is important and occasional meet- 
ings are held to outline and discuss the 
progress of the activity. 

The policies and operation of gas utili- 
ties vary greatly. Some merchandise ap- 
pliances, others do not. Some have coop- 
erative and promotional budgets to assist 
manufacturers, distributors and dealers; 
many have no such policy. 

Regardless of the policies or operating 
procedure of specific gas utility it is cer- 
tain that the company can be of material 
assistance to the appliance dealer. This 
assistance may be in any one of several 
forms—it may be customer education 
through the very fine home economics 
departments which are maintained by 
many gas utilities. It may be in the form 
of actually merchandising, promoting 
and advertising the products sold by the 
dealer; it may be financial assistance 
through cooperative advertising pro- 
grams. 

The East Ohio Gas Company aids gas 
appliance manufacturers, distributors 
and dealers with an excellent domestic 
field sales force which tells the story of 
gas and the benfits of gas appliances. It 
also carries out extensive institutional 
and promotional advertising campaigns 
of its own, which are supported with 
brand advertising by gas appliance deal- 
ers through the utility’s cooperative ad- 
vertising plan. 

By developing sales activities that tie- 
in with the services extended by The East 
Ohio Gas Company, we have accom- 
plished an enviable sales record with 
Bendix Gas Dryers. 

To do this selling job, our own 
sales and advertising departments de- 
veloped a three-months advertising pro- 
gram, launched in January 1951. The 
advertising program, as developed at 
that time, called for an extensive news- 
paper campaign using dealer-listing ads 
backed up with individual dealer ads to 
fill in and round out the newspaper ad- 
vertising. Radio spot announcements, 


car-cards and 24-sheet posters were also 
used. The sales quota set for the first 
quarter of 1951 was 1,000 gas dryers. 
This quota was not only reached but ex- 
ceeded as a result of this program. 

In July, we followed our first-quarter 
promotion with a six-months campaign. 
As before, we again used a strong news- 
paper campaign which was based on a 
consistent insertion premise. Specially 
prepared 18-inch ads were sold to Bendix 
dealers with insertion dates and the re- 
quirement that our company choose the 
newspapers to be used. Thus we and our 
dealers received repeated and consistent 
Bendix Gas Dryer advertising over a ten- 
week period. 

Again, we supported our newspaper 
ads with radio, car-cards and 24-sheet 
posters, plus two new media—painted 
boards and a weekly feature-film tele- 
vision program. This TV program, the 
Bendix 10:30 Theater, has been con- 
sistently gaining in popularity and view- 
ership until it is now recognized as one 
of the finest locally produced TV shows. 
Much of the success of the 10:30 The- 
ater has been due to the efforts of East 
Ohio’s advertising department, responsi- 
ble for virtually all the actual program 
production. 

Following our theme of always striv- 
ing to attain a definite sales goal, we set 

(Continued on page 42) 








Complete your home laundry with « 
BENDIX Dialamatic ECONOMAT 
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tase Parmenrs 


Newspaper ad in the series developed 
cooperatively by Northern Ohio Appli- 
ance Corp. and The East Ohio Gas Co. 
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PPLIED personal determination 
was the telling and selling point 
in the adoption of gas—with all- 

gas equipment representing year-’round 
load—in a Greenwich, Conn., ranch 
house development for which oil and 
electricity had been specified to the ex- 
clusion of gas. 

The 66-house development, launched 
last month, includes an all-year condi- 
tioner, gas refrigerator, incinerator, 
range, water heater and clothes dryer. 

This blanket gas installation was sold 
the hard way— in the face of overwhelm- 
ing local dealer support of electrical and 
oil-fired appliances and a negative pub- 
lic attitude toward gas. 

The gas company and manufacturers’ 
representatives combined to demon- 
strate and to sell the convenience and 
economy of gas. The evidence of the 
effectiveness of their planning and sales 
activities is shown dramatically in the 
result: all-gas, year-’round gas. 


No dealer assistance 


When John P. Crowley, manager, new 
business department, The Greenwich Gas 
Co., came upon the selling-scene, he was 
not able to call upon active gas appli- 
ance dealers for assistance in a clearly 
difficult selling problem. Appliance deal- 
ers in the Greenwich area have viewed 
gas appliances somewhat with disdain. 
This reflects the bad public reaction 
from neighboring Westchester county, 
New York, and the bad public relations 
that have accrued from relatively recent 
incidents attributed to gas in the city of 
New York. Also, bad public relations 
have accrued from the acquisitions of 
rights-of-way by the natural gas trans- 
mission company. 


Plenty of competition 

Aggressively merchandising electrical 
utilities, supported by 22 dealers, pro- 
moted practically 100 per cent electrical 
appliances. Preferential rates are given 
for electric cooking and still more favor- 
able rates are given for water heating 
and other unlimited service. During 
1951, the gas company lost 50 to 70 
per cent of the new-home installations 
to electric cooking. 

Representatives of Servel year-’round 
conditioners, refrigerators and copper- 
ball water heaters joined forces with Mr. 
Crowley, as did the distributors of West- 
ern-Holly ranges, Incinor incinerators 
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With obvious pride in a notable sales vic- 
tory over entrenched competition, John P. 
Crowley, new business manager (left), and 
Eben F. Putnam, president, The Greenwich 


Gas Co., discuss the future of year-’round 

gas sales in the company’s service area 

during the preview of the all-gas model 
house in the 66-unit development. 





and Bendix dryers to use the new de- 
velopment as a battleground for the re- 
establishment of gas in the Greenwich 
area. 

After going through a mass of sales 
obstacles, the tide turned in their favor. 
The local situation was of a character 
that demanded a more emphatic promo- 
tion of this success than the usual type 
of publicity. It represented an excellent 
opportunity to show a community and 
an entire trading area that modernity 
was possible in an all-gas installation. 
Promoting the victory 

The services of Carl Byoir & Asso- 
ciates were coupled to the promotional 
forces of the gas company and the man- 
ufacturers, to give the strongest push 
possible in establishing gas and gas 
equipment in the minds of local area 
residents and, at the same time, use this 
installation as a nationwide example. 

At a press preview, editors of news- 
papers, syndicates, consumer- and indus- 
trial-publications had the opportunity 
for observation and discussion of all 
features of the fully furnished, fully 
equipped model house. On hand for 
authoritative information were Mr. 
Crowley of the gas company and repre- 
sentatives of Servel, Western-Holly, In- 
cinor, Bendix and Kitchen Maid Cabi- 
nets. There were full discussions on the 
refrigerator, water heater, range, incin- 
erator, dryer, cabinets, and, of course, 
the all-year conditioner. 

An active future for home air condi- 
tioning was predicted by W. Paul Jones, 
president, Servel, Inc., in a statement 
related to the opening of the Greenwich 
model house. He said that “in ten years 


home air conditioning will be so com- 
monplace that any house without it will 
be definitely out of date.” 

The operating cost of the year-round 
conditioner was questioned by one of 
the editors during the press preview and 
a Servel representative estimated that it 
would amount to approximately a dollar 
per day on a twelve-months basis, in the 
Greenwich area. 

The initial results of the press pre- 
view have amply justified the extensive 
preparations. 

Complimentary descriptions and illus- 
trations of the house and its equipment 
already have appeared in newspapers 
throughout the country, on local tele- 
vision and radio programs, in consumer 
and industrial publications. All these 
publicity mentions have emphasized the 
all-year conditioner and the other gas 
appliances. There are indications that 4 
number of publications will use material 
on the Greenwich installation in_ the 
future. 

Locally, a special section of twelve 
pages appeared in Greenwich Time, 3 
daily newspaper, the day before the 
opening of the model house for public 
inspection. The pages included man) 
individual stories about the equipment 
and cooperative advertising was inserted 
by the gas company and the manufac- 
turers of the gas equipment. 

Arrangements for the public viewing 
of the model house included a tie-in 
with the Greenwich Multiple Sclerosis 
Society. An admission charge of 25 
cents amounted to a donation to the s0- 
ciety. Publicity in the Greenwich area 
for the model house was tied to the 
benefits that would accrue to the society. 
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One result: new view of gas 


Mr. Crowley reports that the effects 
of the press preview and the subsequent 
public inspection of the model house 
appear to have been the turning point 
for gas and modern gas equipment in 
the Greenwich area. He feels that dealer- 
interest is inevitable if the gas company 
and manufacturers maintain their mo- 
mentum, promotionally. 

The owners of another housing de- 
velopment were definitely influenced to 
select gas equipment for cooking, water 
heating and house heating as a result of 
their observations of public reaction to 
the equipment in the model house. 

“I am sure,” says Mr. Crowley, “that 
this [the second housing development] 
would have gone to oil and electricity 
if we hadn’t been able to show gas ac- 
ceptance through this air conditioning 
development. I can definitely say that 
real estate people, plumbers, builders 
and architects have changed their minds 
about modern gas service. 

“We have at least ten new prospects 
for air conditioning and no doubt there 
will be many more. These were due di- 
rectly to the model house promotion.” 

During five days of public inspection 


about 2,000 people went through the 
model house. Unobtrusive observations 
of reactions were made. 

Exclamations of high interest were 
heard for all the gas equipment but 
notably for the conditioner, the decen- 
tralized range and oven-broiler combi- 
nation and the refrigerator. 

Mr. Crowley said that, “the house 
and its equipment were so appealing 
that five sales were made in the first 
day.” The builder said he would sell all 
66 houses in two weeks. 

Daily calls for information on the 
Servel conditioning equipment are being 
received by the gas company. This is a 
complete reversal of local attitude. 


Summary 


The sale and promotion of gas equip- 
ment in this housing development in- 
clude problems-solutions-results that 
warrant highlighting to emphasize the 
achievements that are attainable with 
adequate planning and action. 

The Greenwich area is a small, high- 
income, commuter-type of community. 
Residents include executives of engi- 
neering, radio, television, publication, 
advertising, and investment and banking 





A view of the kitchen in the Greenwich 
model house showing the Servel refriger- 
ator (left), Western Holly range (center) 
and oven-broiler unit (right), with coordi- 
nated cabinets by Kitchen Maid. The grille 
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(upper center) is part of the year-’round 
Servel conditioner system. Also in the 
basement are the Servel water heater, 
Incinor incinerator, and Bendix clothes 


dryer. 


The Bendix gas clothes dryer is being 
switched on during the press preview of 
the model house in Greenwich by Mrs. 
Baldwin C. Hvass, wife of the builder. 





firms. Generally, the residents are highly 
susceptible to the dramatic appeals of 
“modern” electrical equipment manu- 
facturers. 

Due to the relatively local high buying 
power, competition is unusually keen. 
Appliance dealers have catered to what 
they considered to be the basic desire of 
their market: electrical equipment. 

The Greenwich Gas Company, spe- 
cifically John P. Crowley, determined 
to overcome the resistance with a coor- 
dinated presentation of modern, attrac- 
tive, convenient and largely automatic 
gas equipment. The problem really was 
one of overcoming inertia. 

Persistent salesmanship, with close 
cooperation from manufacturers and 
distributers—but not with local dealer 
assistance—employed the best selling 
practices that could be planned for this 
situation. 

The builder of the houses was sold 
on the idea of gas but, understandably, 
his resistance to the idea was strong at 
the outset. 

The sales victory was one that war- 
ranted the most emphatic, dramatic and 
realistic promotion—designed for local 
results but also for national results, 
which, as they stand, must be eminently 
gratifying results to all. 
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WHEN YOU SELL STEWART-WARNER’S 
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(Above) Model 991-20 — 18°’ x 38/2" 


Easy to install . . . no chimney, no 
ducts, no electricity required. Easier 
to maintain with no moving parts to 
wear out or replace. These new 
“Safety-Sealed” units bring clean, 
zone controlled automatic gas heat 
to a room, suite or an entire build- 
ing. Give dealers “extra” equipment 
flexibility for hundreds of heating 
needs. 

Exclusive, revolutionary “Safety- 
Sealed” construction seals all com- 
bustion air and products from con- 
tact with heated room air. Expels 
all combustion products outside — 
through the wall. 

Operation is silent, dependable — 
with either natural, manufactured 
or LP gas. Individual requirements 
are suited exactly from manual or 
thermostatic controls. 


WRITE NOW tor complete, free informa- 
tion and specifications. Stewart-Warner Corp., 
South Wind Division, Dept. c-62, 1514 Drover 
Street, Indianapolis 7, Indiana. 








REGIONAL SALES CONFERENCE 
STRESSES NEED FOR INTENSIVE 
GAS PROMOTION 


That the lack of continuous intensive 
sales effort can cost the gas utility industry 
a major share of its present domestic load 
was stressed by several speakers at the New 
York-New Jersey Regional gas sales con- 
ference sponsored by the American Gas 
Association and held at Spring Lake, New 
Jersey, June 23-24. 

Chairman Robert N. Laux, Kings County 
Lighting Co., Brooklyn, declared that a 
buyers’ market has returned and customers 
again have to be sold; it is necessary for 
the gas industry to promote and sell gas 
and gas appliances harder than ever. 

Norman Millard, Bendix Home Appli- 
ances, pointed out the tremendous increase 
that had taken place in electric advertising 
and publicity, and the gain in the number of 
new electric appliances in the market, all 
of which tend to add to the competition of 
gas utilities and gas appliance dealers. Au- 
tomatic laundry dryer sales have gained in 
sales volume in the past five years, but the 
gas industry had not shared greatly in this 
increase. However, because of promotional 
work done in the two years, sales of auto- 
matic gas laundry dryers are up more than 
100 per cent in 1951, against a gain of 43 
per cent in electric dryers in that year. 

Carl H. Horne, Rheem Manufacturing 
Co., declared that the gas utilities should 
set higher standards for all gas appliances, 
but that they should get together on what is 
wanted in the way of improvements. Re- 
quests for specific changes in models by 
individual gas utilities make it hard for 
manufacturers to maintain efficient tooling 
and production schedules. He recommended 
that the industry establish two or three 
classes of ranges and that manufacturers 
state whether they wished to be Class A, 
B, or C range manufacturers. Then the gas 
industry should select the best features of 
all CP ranges made today, incorporate them 
into a single model and establish that as the 
Class A model. Similar qualifications could 
be set up for other classes of appliances. 

Harold Jalass, Cribben & Sexton Co., told 
delegates that although the 1941 to 1950 
retail sales were the highest in history, busi- 
ness has forgotten how to sell. Huge sums 
had gone into expansion and improvement 
of plants and when war production ceases 
a tremendous effort will be needed to make 
consumers absorb the additional durable 
consumers goods that will go on the mar- 
ket. He urged that gas utilities and dealers 
take advantage of the automatic features 
of today’s gas appliances to promote sales. 

Hugh Wathen, South Jersey Gas Co., 
Atlantic City, presided at the Tuesday 
meeting in which J. F. Donnelly, A. O. 
Smith Corp., compared water heaters pro- 
duced 25 years ago with today’s automatic 
gas water heater. The average price of to- 
day’s heater, he said, is about the same as 
that of the first heaters which sold for $100 
in 1925. As a result of promotional cam- 
paigns staged by AGA, GAMA and the gas 
water heater manufacturers and dealers, 
more than 2,350,000 gas water heaters 
were sold in 1950 and more than 1,900,000 
automatic gas water heaters were sold in 
1951. 

Albert McNamee, of McCall’s Magazine, 


reported his findings covering retail appli. 
ance stores in all parts of the countn 
Dealers’ stocks of appliances are heay 
despite cutbacks, price cutting, trade-ins 
freak promotional stunts are being em. 
ployed, but unsuccessfully. He urged a re. 
turn to creative selling on the part of uti] 
ity and dealer sales forces. 

H. D. Valentine, The Peoples Gas Ligh; 
& Coke Co., Chicago, offered his views of 
some of the requisites of a good salesman 
He pointed out the weaknesses and the cor. 
responding strength in the psychological 
make-up of a salesman. Based on experi- 
ence in guiding the activities of the 125-man 
sales force of the Chicago gas utility, Mr 
Valentine said salesmen must have the ap- 
preciation of management and a product 
of which they can be proud. 

Hugh L. Wathen, South Jersey Gas Co 
Atlantic City, N. J., was elected chairman 
of the New York-New Jersey Regional Ga; 
Sales Council, for the coming year, and 
Jack B. Frost, The Brooklyn Union Gas 
Co., was elected vice-chairman. 
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our quota at 2,500 gas dryers. Again, as 
a result of the combined efforts of Ben- 
dix dealers, ourselves and East Ohio, we 
exceeded our goal. 

Our Bendix Gas Dryer sales volume 
from January 1951 to date is undeniable 
proof of what can be done with the alert 
and aggressive assistance of a gas utility 
Although advertising was a major part 
of our program, the cooperation of Ben- 
dix dealers in giving their loyal support 
by displaying and talking Bendix in their 
stores contributed materially to the suc- 
cess of each of our promotions. 

These promotions are broad selling 
campaigns which involved coordination 
and effort between East Ohio and our 
company. Such comprehensive activity is 
not always possible; but whether the gas 
utility activity is large or small, we al- 
ways keep up enthusiasm with new ideas 
and plans. When one activity is finished 
we have another to put into effect. By so 
doing we demonstrate our worthiness to 
receive greater assistance in the future. 

Even if it is impossible to keep up sus- 
tained drives, gas appliance dealers and 
distributors should not lose their con- 
tacts. I urge them: call your utility regu- 
larly and tell them what you are doing 
and are planning to do. A good practice 
in slow periods is to hold product meet- 
ings for gas sales and home economics 
people. They talk to numerous people 
if they know your product they'll talk it. 

The promotional activities and success 
we have experienced can be duplicated 
by any maufacturer, distributor or dealer 
who knows how to work with utilities. 
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Results of Philadelphia Matchless Campaign 
Determine a New and Bigger Fall Drive 


N outstanding example of the bene- 
fits to be gained when a gas 
utility takes the merchandising 

leadership in its territory was clearly 
illustrated by The Philadelphia Gas 
Works Company’s recent “Matchless” 
gas range program. 

' The fact that this was the first utility- 
sponsored dealer sales program on flash- 
tube ignition ranges attracted a consid- 
erable amount of utility attention. This 
drive [reported in AMERICAN Gas JOuR- 
waL, May issue] was conducted in co- 
operation with gas range manufacturers, 
distributors and more than 400 Philadel- 
phia appliance dealers. 

Although originally introduced at the 
utility sales level in Chicago, the “Match- 
less” or Gas Jet Ignition range received 
its national premiere on a city-wide ad- 
vertising and merchandising scale in the 
PGW Spring program. 

Reviewing the results of the drive, 
Frank H. Trembly, Jr., PGW’s vice- 
president in charge of sales, declared 
that its success has warranted continua- 
tion in the fall, on an even broader scale. 

“When we resume the program,” said 
Mr. Trembly, “we expect to have at 
least six gas range manufacturers repre- 
sented instead of three. This, in itself, 
will give us greater dealer impact, and 
open the door to bigger sales promotion 
and advertising. 

“We have learned a great deal 
through our experience in the Spring 
program, and we are now making plans 
for an all-out push, beginning about 
September first. Judging by the reactions 
on the part of the local retail trade, and 
the public, the “Matchless” gas range 
will definitely be a leading dealer and 
utility appliance-sales item this Fall in 
Philadelphia.” 


In order to acquaint dealers with the 
basic advantages of gas for cooking, one of 
the first elements of the program was a sales 
training clinic. Using the principle of 
“learning by doing,” this activity was made 
available to all dealers and dealer salesmen. 

Daily meetings were scheduled with 
dealer groups at a P.G.W. auditorium. A 
number of demonstrations were performed 
on gas and electric ranges to prove the 
superiority of gas in terms of speed, control, 
cleanliness, flexibility and cost. The dealers 
themselves participated in the actual tests, 
then later they sat down to a lunch of the 
food they helped to prepare. 

lhe range manufacturers took an active 
Part in the clinic. They scheduled the meet- 
Ings with the dealers and a portion of the 
Program was devoted to a sales presenta- 
tion of each manufacturer’s range. 
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The dealers were given actual cooking 
experience on ranges they handled in their 
stores and they also saw competitive tests 
that clearly demonstrated the superiority of 
gas for cooking. 

Results of the clinic were excellent. Hun- 
dreds of dealers and dealer-salesmen were 
frank to admit they had not given full con- 
sideration to gas as a cooking fuel until they 
actually saw the tests conducted at the 
clinic. It solved many pertinent questions 
that had gone unanswered for years, and at 
the same time gave them a better under- 
standing of the modern gas range and its 
sales possibilities. 

Promotion-wise, the city was well covered 
with advertising, literature and every worth- 
while media including radio, television, bill- 
boards, car cards, truck posters, counter 
cards, and bill stuffers. Two versions of the 
latter were sent out to approximately half-a- 
million PGW customers. 

Dealer showrooms and windows sparkled 
with point-of-sale displays in the form of 
silk-screened banners, display cards, signs 
for range backrails, and colorful medallions 
that were affixed to each Matchless range. 

By arrangement with PGW, more than 
400 Matchless gas ranges were displayed in 
dealers’ salesfloors and windows. A gas 
line was run free of charge by the utility 
for connecting the range, provided that the 
range was prominently displayed and the 
service cost within reason. Undoubtedly, 
this was a big factor in the success of the 
campaign—it led to over 100 live demon- 
strations on dealers’ premises, and assured 
gas ranges of a prominent display on deal- 
ers’ floors. 

In terms of advertising lineage in daily 
newspapers the total figures reached high 
proportions. PGW ran more than 20,000 
lines over its Own signature; dealers and 
manufacturers, taking advantage of PGW’s 
cooperative ad plan, ran 41,000 lines. A 
portion of this lineage was devoted to dealer 
tie-in ads surrounding those of either the 
manufacturer or utility. 

Philadelphia’s trolley cars, subway and 
elevated lines carried 31,000 individual 





RESULTS 


During the three-months PGW drive 
on Matchless ranges, one of every four 
ranges sold in the company’s service area 
was of the single-point ignition type. 
Matchless sales totaled substantially more 
than $250,000. PGW’s sales record was 
better than double the comparable 1951 
record. 

These results were obtained in face of 
a comparable decline of 40 per cent in 
the general retail index for the Philo- 
delphia area. The Easter buying season, 
which usually has an adverse effect on ap- 
pliance sales, fell during the drive. 

Electric range sales in the PGW area 
were down by 60 per cent in the same 
period that gas ranges responded to em- 
phatic selling measures. 











Matchless gas range cards. Dealers’ names 
and addresses, as well as a Matchless range 
manufacturer were tied-in with these cards. 

Four radio stations and one television 
show featured Matchless cooking through- 
out the drive. In all, a total of almost $100,- 
000 was spent on advertising space alone in 
approved media. 

Special tie-in activities such as cooking 
demonstrations and Matchless sales events 
were staged by department stores and deal- 
ers. Large crowds of potential customers 
turned out to witness these demonstrations 
conducted by members of PGW’s home 
service organization and ballyhooed by the 
sponsoring stores. 

PGW made cooking show invitations 
available to dealers for distribution among 
their customers. Mimeographed recipes 
with the dealer’s copy on the cover were 
also provided by the utility. Thousands of 
Philadelphians attended these affairs and 
saw for themselves the magic of Matchless 
cooking. 

As a result of the hard-hitting promotion 
and advertising, more Philadelphia home- 
makers are aware of the modernity and effi- 
ciency of modern gas ranges than before. 





Cooking schools proved to be an effective 
manner of introducing ‘Matchless’ ranges 
during the recent campaign in Philadel- 


phia. The one shown below featured Cal- 
oric ranges and was one of a series held 
in a large department store. 
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Customer reaction 


clinched the No.1 


bertorma nce spot 
for this unit 


says P. V. Cheli, 


Bryant, Chicago Branch Manager 


It’s too easy these days to make claims about any product. And 

it’s mighty tempting to cut prices at the expense of quality, too. 
Personally, I judge Aeating equipment strictly on 

performance and the reactions I get from my customers. 

In the case of the Bryant Forced Warm-Air Furnace, customer 
reaction has certainly proved this unit is the star in its field. 

Actually this isn’t any surprise at all, because the basic engineering 
and construction that have been put into the Bryant Model 87 

have produced advantages that are unsurpassed in any other warm-air 
unit. Consider, for example, the enviable record for reliability 

and economical operation that Bryant Controls and 

Automatic Pilot have built up. And don’t forget the Bryant 

Hevigage (12-gauge steel) heat exchanger . . . rugged . . . designed 

for the fastest and most efficient heat transfer. Almost three 

times thicker than minimum AGA requirements, too. 

If you’re not already acquainted with the features and 

performance of this popular Bryant unit why not get a firsthand 

story from some Bryant customers. Or write Bryant Heater direct 

for complete information. Bryant Heater Division, Dept. 142, 
Affiliated Gas Equipment, Inc., 17825 St. Clair Ave., Cleveland, Ohio. 


bryant best buy 


IN HEATING, 
AIR CONDITIONING, 
WATER HEATING 


American Gas Journal, July 1952 





3as Refrigerator Drive Is On 


Emphasis on gas refrigerator sales is the 
purpose of a campaign currently in action, 
under the cooperative sponsorship of Ser- 
vel, Inc., and American Gas Association, 
using the theme, “Open the Door!” 


r 


This all-new Servel Gee ralrig- 
erator hes all the beauty ond 
convenience you ever éreomed of 


See how 
THE BEST COSTS 
Less TO OWN! 
Sa hONA 
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10-Year Warranty 
Price tags induce customer action 


Following the idea that the opened door 
will give prospects self-telling and self- 
selling demonstrations of the features of 
gas refrigerators, the campaign includes 48 
pieces of promotion material, including the 
jumbo price tags that are shown here. 

The sales forces of the manufacturer, 
gas utilities, gas appliance distributors and 
dealers have been combined in this cam- 
paign which represents year-’round gas 
sales. National advertising includes appear- 
ances in The Saturday Evening Post and 
Life by both AGA and Servel. 

Display materials for this campaign are 
ina kit of 48 pieces with a life-sized cutout 
to stand at the refrigerator door and, also, 
counter cards, banners, pennants and ig- 
loos with the line “miracle of ice from 
heat.” Other features are strips designed 
to induce opening the doors of refrigerators 
and for mounting directly on the doors. In- 
side the refrigerators, other signs printed 
in color point up the features. 

The 48-piece display kit is available from 
AGA at a price of $7.50, f.o.b. New York. 





PCGA Enhances Spring Style Show 


The spring style show as conducted by 
Pacific Coast Gas Association was en- 
hanced recently by the addition of a Tele- 
chron automatic oven clock that would be 
offered free to purchasers of certain models 
of O'Keefe & Merritt and Western Holly 
ranges. 

The current spring style show promotion 
by PCGA includes radio, television, news 
paper and billboard advertising. Also, the 
show has been featured on regular tele- 
Vision programs. 

Employees of Southern California Gas 
Company have participated in the sales 
drive, specifically among the Eager Beavers 
group which is engaged in a prospect cam- 
paign. 


Rheem Acquires Wedgewood Ranges 


With the recent acquisition of the con- 
trolling interest in James Graham Manu- 
facturing Co., makers of Wedgewood gas 
ranges for 69 years, Rheem Manufactur- 
Ing Co. added to its line of gas appliances. 


July 1952, American Gas Journal 





NEW RANGES AND THEIR PROMOTION 


TIED TO 


Coordinated with the emphasis on 
elections, Geo. D. Roper Corp. has in- 


| troduced four new models which they 
are calling their “Campaigner” line and 


are backing it with extensive promo- 
tional plans. 
Six newspaper ads have been pre- 


| pared, each including some tie-in with 
| the forthcoming election. Also, there is 
| a self-mailing broadside, printed in two 


colors, which opens to 22” by 842”. A 
customer-folder, which provides space 


| for printing local outlet name-and-ad- 
| dress, 
| tures in close-up display. 


includes Campaigner range fea- 


Radio spot announcements for the 
Campaigner series have been prepared 
in a series of twelve, ranging from 50 to 


| 100 words. 


Widespread attraction is anticipated 
in a seventeen piece aluminum set of 


| waterless cookware that has been made 
| available to dealers at a substantial re- 


duction from the usual retail value. 
Complete information about the ma- 
terial for the Campaigner drive may be 


| obtained from the promotion depart- 


ment, Geo. D. Roper Corp., Rockford, 


| Illinois. 


ELECTION GIMMICKS 


Keynoters of 
Kitchen Pleasure 


Buy new at special low pricks 


Enjoy yeers of carefree cooking 
| ) eee “Compaigner” 


| ~00%. "00% 


) 
ly with ¢ 

finest full favor foods Ao ourmaoding vel 
_* See it real soon. Floor space 26-5/4 1 36 ia 


~ medet 1372-x0Rs 








Tho People’ Choio! 
In (Your City) 00% 
of All Families 
Cook with Gas 








Xow ar royalty wih tie ROPaR 
fea eval costing ghisense e will be yours 
“Staggere: p. this 














dealer signature 





Typical ad in Campaigner promotion 





Am-Stand Has Retailer Ad Plan 


Heating and plumbing retailers are of- 
fered the opportunity to cooperate in 
American Radiator & Standard Sanitary 
Corporation’s group advertising plan at a 
reduced plan. 

Large-sized local newspaper ads, five and 
three columns wide, are available in a 
series of sixteen separate new ads. Local 
wholesaler’s names and addresses can be 
incorporated, and individual retailer list- 
ings appear in boxes at the bottoms of the 
ads. The cooperative arrangement, gener- 
ally, is that American-Standard pays half 
the space cost, while each cooperating re- 
tailer pays a fraction of the remaining half; 
thereby large-space insertions in leading 


| newspapers will be practical, economically. 


The new American-Standard plan is de- 
scribed as overcoming two main reasons 


| why many retailers have not taken advan- 
| tage of the wide readership that big-circula- 
| tion newspapers offer. The first of these is 
| the so-called wasted circulation for the 
| dealer who sells in a relatively small area, 


and second the cost of buying space that is 
sufficiently large to attract attention in big- 
circulation newspapers. 

The new ad series includes heating equip- 
ment and provides for a continuing adver- 
tising program. 


LP Gas Cost Up 7% Since 1942 


LP gas costs have advanced only seven 
per cent since 1942, according to the LP- 
Gas Information Service, following a na- 
tion-wide “spot survey” among fuel mar- 
keters. 


To Merchandise in Honolulu 


The Honolulu Gas Equipment Company 
has been created as a non-utility division 
of the Honolulu Gas Company, Ltd., ac- 
cording to A. E. Englebright, vice president 
and general manager of the gas company, 
who explained that the new division will 
engage in distribution and merchandising 
of gas appliances throughout Hawaii. 

This move marks the reentry of the com- 
pany into direct appliance selling after a 
lapse of two years. 

R. B. Craddock, assistant general man- 
ager of the gas company, will assume re- 
sponsibility for the overall operation of the 
equipment company in addition to his pres- 
ent duties. 

The division is now distributing and mer- 
chandising the following appliance lines: 
Servel refrigerators, Caloric, Universal, 
O’Keefe & Merritt, Western-Holly and 
Chambers ranges, A. O. Smith and Day & 
Night water heaters, Hamilton clothes 
dryers. 

The company also is distributing com- 
mercial appliances and industrial gas-fired 
equipment. 


New Incentive Prize Catalog 


In line with the growing trend of utiliz- 
ing sales incentives, both with gas company 
personnel and prospective customers, a new 
catalog of “incentives-awards-prizes” has 
been prepared by Cappel, MacDonald and 
Co., Dayton, Ohio. The catalog of 56 pages 
includes a wide range of merchandise. 

This merchandising support was used by 
The Estate Stove Co., with “gratifying re- 
sults.” 
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SHOW BUSINESS TECHNIQUES USED IN 
PORTLAND TO DEMONSTRATE RANGES 


A double-feature stage show was 
taken on tour within Portland, Oregon, 
to three of the largest theaters for the 
purpose of demonstrating the applica- 
tion of modern gas equipment to more 
than 3,000 housewives who attended 
the performances. 
Coupled with the 
cooking demon- 
strations were 
fashion shows, de- 
signed to give em- 
phasis to the 
spring style show 
of gas ranges. 

Each perfor- 
mance played to 
standing room 
only and audience 
reactions were 
judged by R. G. 
Barnett, vice pres- 
ident, Portland 
Gas and Coke 
Company, to have 
been eminently 
satisfactory. 

The cooking 
demonstrations featured the oven dinner 
for eight by Rita Calhoun, home service 
director for the gas company. This din- 
ner was previously featured in the Janu- 
ary issue of Woman’s Home Compan- 
ion. Headlined as “Food Is Fun,” Mrs. 
Calhoun’s presentation of oven cookery 
observed that “it takes about three gen- 
erations to change cooking habits,” and 
the even circulation of heat in the mod- 
ern gas oven is a matter for continued 
education to achieve full understanding 
of the values of oven cookery. 

The fashion-cooking show was pre- 
sented in conjunction with one of the 
leading women’s shops in Portland and 
each performance ran two hours. 

Preparations for the show included 
full publicity and employed the services 
of the advertising, sales promotion and 
publicity departments of the gas com- 
pany. Invitations were sent to 75 wom- 
en’s organizations. Ads and news articles 
appeared in the metropolitan and neigh- 
borhood newspapers. Theater-type pla- 
cards were distributed for window dis- 
play in the areas where the program was 
scheduled. Spot commercials on the ra- 
dio stations and interviews of Mrs. Cal- 
houn gave further advance notice of 
the events. 

Each person attending the shows reg- 
istered when entering the theater by 
signing a card and listing individual 
preferences for gas appliances. These 
cards were later followed up by com- 
pany salesmen. 

Prizes that were awarded at each per- 
who did not win by the provision that 


On stage—seven moder 
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formance included Mrs. Calhoun’s din- 
ner for eight and other incentives that 
were donated by neighborhood appli- 
ance dealers and representatives. 

At each show, ten hats were awarded. 
[he hat incentive was extended to those 


mn gas ranges and one modern gas refrigerator. Rita 


Calhoun, Barbara Ehman and Lois Preisz keep them in action in Portland, 


Ore., theatre demonstrations. 


each purchaser of a new CP range 
would be presented with her choice of a 
hat during the remainder of the sales 
campaign. 





NEW GAS APPLIANCES 





Range with table level oven 


A range with new integral small auxil- 
iary table-level oven incorporating auto- 
matic ignition, full insulation and a see- 


we 


rm © 


Open Closed 


through door has been introduced as an 
advance in kitchen convenience. The auxil- 
iary oven is equipped with its own heat 
control and thereby provides completely 
independent operation when the larger, 
conventional oven is not required for food 
preparation. The auxiliary oven is 1612” 
wide, 1234” deep, and 614” high. This new 
40-inch range maintains the usual oven 
and broiler facilities below the table top 
level and is equipped with automatic ig- 
nition, simmer top burners, clock control, 
automatic heat control and interior light- 
ing. The broiler has the manufacturer’s new 
radiant type burner. Also included in the 
equipment are a grill and porcelain service 
tray. A toasting compartment is included 
and the table top is lighted with a fluores- 


cent lamp. The auxiliary oven is equippe 
with pyrex dishes, a cookie sheet ar 
biscuit tin. These ranges are designed 
use with all gases. 

Roper Petite Oven Range. Geo. D. Rope 
Corp., Rockford, Illinois. 


Circulating room heater 


A new room heater series has been 
troduced with capacities of 30, 45 
65,000 Btu. This series is of the circulating 
type of room heater a 
using radiant heat- 
ing transfer and in- 
corporating vent- 
ing. Heat loss 
through the cabinet 
has been minimized 
by a new design 
and location of 
baffles which force 
the room air over 
drawn-steel, oxide- 
finish combustion 
chambers and heat 
exchangers. The 
manufacturer claims that the new design 
achieves more even temperatures through- 
out the room and more accurate response 
to thermostatic control. Radiant burners 
are sealed behind pyrex windows. This 
series of heaters is equipped with safety 
pilots and is available with a choice of three 
types of thermostats in addition to a safety 
valve. The cabinets are newly designed for 
improved furnishing economy. 

Guard-o-Matic Gas Room Heaters. Dear- 
born Stove Co., 5830 North Pulaski Road, 
Chicago, Illinois. 


30-inch range 


A 30-inch range with a 23-inch oven 
has been introduced for application where 
space saving in kitchen layout is essential. 











It is insulated with fiberglas. This range 
includes a fluorescent lamp built into the 
back vertical panel, a convenience electrical 
outlet, a timer, and an electric clock. A 
coordinated oven control is available. The 
finish is white resistant tatanium porcelain. 
Four simmer burners with automatic top 
burner lighters and white porcelain burner 
bowls are provided. The broiler is equipped 
with a pyrex grill and porcelain pan. 

Garland Futura Range. Detroit-Michigat 
Stove Co., Detroit, Mich. 


American Gas Journal, July 1952 
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Two ranges 


Two new 40-inch ranges were introduced 
last month by one manufacturer. Both 
ranges have simmer burners, mechanical 











timers, table top lights, two storage draw- 
ers, and large size burner bowls. Cooking 
tops on both are divided and the ovens and 
broilers are 17 inches. Deliveries are sched- 
uled to start the week of August fourth. 
Universal Shelburne and Universal 
Whitehall Ranges. Cribben and Sexton Co., 
700 North Sacramento Blvd., Chicago 12. 


Gas-fired boiler 


A new gas-fired boiler for hot water and 
steam heating has been released. The series 
has a net connected radiation load range 
from 720 to 2,160 
sq. ft., water, and 
390 to 1,240 sq. ft., 
steam. Important 
features of the new 
boiler series, the 
manufacturer 
claims, are large- 
sized top supply 
tappings to sim- 
plify piping installation and assure dry 
steam; individual tie rods which shorten 
boiler assembly time and equalize stress on 
al! sections; the steel jackets are insulated 
and finished in gray and blue. The boiler 
is AGA-approved. 

Weil-McLain Gas-Fired Boiler, Series H. 
Weil-McLain Co., Michigan City, Ind. 





Restaurant ranges 


This new line of restaurant ranges fea- 
tures a new silicone-base finish in a granite 
gray. Improvements over preceding lines, 
as stated by the manufacturer, include re- 
designing for greater cleanliness and struc- 
tural strength, a high shelf with built-in 
flue, venting through the top, a one-piece 
stainless steel shelf plate and one-piece side 
panels with rounded edges. Legs are pro- 
vided with adjustment for height. A heavy- 
duty oven with heat control is provided. 
The valve panel, oven racks and manifold 
have been rearranged to provide greater 
convenience. Available as an extra is auto- 
matic lighting for oven and griddle burn- 
ers. Other finishes available: black japan, 
and stainless steel. 

Granite Gray Restaurant Ranges. De- 


Ne icmione Stove Company, Detroit, 
ich 


July 1952, American Gas Journal 


Range with top view of oven 


A top view of the oven is provided in a 
new design of a range introduced last month. 
This feature replaces the more usual win- 
dow in the oven door and permits inspection 
of the oven directly through the cooking 
top by pressing a light button to illuminate 
the oven. 

Imperial and Deluxe Top-Vue Ranges. 
Detroit-Michigan Stove Co., Detroit, Mich. 


Unit heaters 


A new line of five gas-fired unit heaters 
with welded steel heat exchangers is now 
being distributed by the National Radiator 
Co., Johnstown, Pa., and is described in 
new literature showing essential compon- 
ents and cut-aways. Ratings are from 55,- 
000 to 2,000,000 Btu per hour. Construc- 
tion features are listed and ratings, dimen- 
sions and roughing-in data are shown in 
the company’s bulletin, AIA File No. 30- 


C43. According to the literature, the new 
unit heaters, approved by AGA for use 
with natural, mixed, manufactured and 
propane gases, are designed for installation 
in commercial and industrial applications. 


GAMA Exhibit Space Sold 


The already-expanded exhibit space at 
the forthcoming gas appliance manufac- 
turers’ exposition during American Gas As- 
sociation’s convention in late-October, at 
Atlantic City, has been completely sold. 

A waiting list of would-be exhibitors has 
been established, according to Harold Mas- 
sey, assistant managing director, Gas Appli- 
ance Manufacturers Association. 

Approximately 170 exhibitors will oc- 
cupy the 75,000 square feet that make up 
the exhibit floor space. The previous ex- 
hibit at Atlantic City, in 1950, utilized 72,- 
000 square feet. 








announced a budget plan for 
“leveling off” winter heating bills. 

Recognizing the fact that normally 
more than 50 per cent of the entire 
year’s heating cost comes during De- 
cember, January and February, the 
plan “levels off” those three months 
by means of “credit” built up during 
the summer and early fall, according 
to Paul F. Leary, superintendent of 
the customers’ office. 

Customer response to the plan has 
been enthusiastic. Figures show more 
than 1,350 house heating customers 
requested the budget plan during the 
first month following a mailing of an 
attractive folder explaining the plan 
to the company’s 25,000 heating cus- 
tomers. 

Under the plan during the five 
months when the heating costs are 
lowest, budgeted amounts are added 
to monthly gas bills. Then during 
the five coldest months, when heating 
costs are higher, budgeted amounts 
are subtracted from the customer’s 
bill. The result is a more uniform 
monthly gas bill, regardless of the 
season. 

Portland Gas & Coke Co. pays a 
bonus equal to about 31% per cent in- 
terest per annum on the amounts 
added to the summer bills. The inter- 
est is deducted each year from the 
customers’ April gas bills. 

Five budget plan amounts have 
been set up to meet customer needs 
—$30, $45, $65, $75 and $90. An- 


Prssnouncea Gas & Coke Co. has 





Portland Gas and Coke Announces 
House Heating Budget Plan 


other plan, for $105, has been set up 
also, this one is for multiple dwell- 
ings. Usually, the amount chosen is 
the one that approximates one-quar- 
ter of the customer’s yearly gas bill. 

Under the $30 plan, for example, 
$30 in credit is built up during June, 
July, August, September and October 
to “level off” bills for the months of 
December, January, February, March 
and April. 

“Under the ten-month gasco budget 
plan,” Leary stated, “there is no 
month-end reconciliation of custom- 
er’s bills, such as in most of the plans 
we studied before selecting our plan, 
and for this reason we are able to 
maintain bookkeeping costs at a mini- 
mum.” He pointed out that the com- 
pany has not added employees to the 
bookkeeping department since the 
plan was instituted. 

In “leveling off” cold weather gas 
bills, studies revealed that, under the 
new budget plan, there were few 
applications where the highest bill of 
the year is more than three per cent 
above the average bill during the en- 
tire year. 

This was expected to aid materially 
in eliminating many of the high-bill 
complaints during winter months and 
the mistaken impression that the 
highest bill of the winter is a typical 
monthly bill for gas service. 

The budget plan also will reduce 
the number of delinquent bills and 
partial payments during the peak 
months. 
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Insulated pipe union 
A new insulated pipe union for residen- 
tial water heaters to prevent galvanic cor 
rosion of water tanks has been developed 
Required in both hot 
and cold water lines, 
the new pipe union acts 
as an electrical circuit 
break between the cop- 
per and steel. The union 
is made of galvanized 
malleable iron, nylon, 
and zinc plated steel. At 
present, it is manufactured in %4” pipe size 
with a 34” female pipe connection on each 
end. It is also available with 42” and 4% 
sweat or solder connections on the 
end. Other sizes will be produced. 
Universal Type 2000 Pipe Union 
versal Controls Corp., Dallas, Tex. 


pipe 


Uni- 


Three-in-one toggle bolt assembly 
A new type toggle bolt may be installed 
with either (1) the head of the bolt out- 
side the wall or (2) with the nut outside 
the wall and (3) 
the toggles may be 
purchased sepa- 
rately and used 
with any bolt. The 
toggle head is avail- 
! able from stock for 
bolt diameters from 4%” to 2”. 
Super Grip 3-in-1 Toggle Bolts. Super- 
Grip Anchor Bolt Co., Inc., 3333 N. 22nd 
St., Philadelphia 40, Pa. 


Electronic timer 
An electronic timer, capable of control- 
ling timed operations between 60 millisec- 
onds and 60 seconds, has been developed 
and announced. 
The discharge of 
a resistor-capacitor 
network through a 
sensitive gas tet- 
rode relay tube 
provides the basis 
for each timing pe- 
riod, the duration 
of which may be 
set manually by a 
potentiometer. 
Steps within the overall timing range are 
adequately covered by plug-in condensers. 
The time period is set manually by means 
of the indicator and dial. Timing com- 
mences upon closure of any external 
switch; control contacts either open or close 
at end of timing, depending upon actual cir- 
cuit requirements. Control contacts are 
double pole double throw, rated at 10 amps, 
125 volts a-c, non-inductive. Operation is 
from 115 or 220 volts a-c, 60 cycle. These 
timers may be mounted back-of-panel, 
against a wall, or in the rear of a cabinet. 
Wide-spaced barrier strips may be located 
either on the front or the back of the timers. 
Applications include: automatic 
control and on machines. 
Promatic Electronic Timer. 
Control Co., Boston 34, Mass. 
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POSITION WANTED 


15 years of gas distribution and utilization 
experience. Experience has included man- 
agerial and sales. Would consider traveling 
as sales and service representative. Address 
Box 244, c/o American Gas Journal, 205 E. 
42 St., New York 17, N. Y. 














FOR SALE 


One 20” Semet-Solvay hydraulically op- 
erated three-way back run valve. 
One 16” Semet-Solvay hydraulically op- 
erated three-way back run valve. 
One Sturtevant 8-S Blower 6,000 cu. ft. 

of air per minute against 42” water 

column. Electric motor and reduced 

voltage starter. 

This equipment is used but in good condition. 
Offered for sale at approximately 60% discount 


from original cost. Address: Manager—Water, 
Gas and Electric Department, Danville, Va. 








; ; , . 
GAS DISTRIBUTION 
7 AT ‘ T a ml 
ENGINEER 
Growing natural gas company lo- 
cated in north central area has open- 
ing for gas engineer experienced 
either in preparation of material for 
presentation to regulatory bodies or 
in gas distribution work, including 
appliance installation on customers’ 
premises, or both. Salary commensu- 
rate with ability and experience. Re- 
plies confidential. Address Box 245, 
c/o American Gas Journal, 205 E. 

42nd St, N. Y. 17, N. Y. 








FOR SALE 


1 Roots Rotary Displacement Meter. Se- 
rial No. 16023. Size 24” x 72”. 533,000 
cu. ft. Hourly rating at 1”. Differen- 
tial 56.8902 cu. ft. displacement per 
revolution. 25 lbs. maximum working 
pressure, 30 inch inlet and discharge 
pipe connection. Drilled A.G.I. Stand- 
ard. Complete with differential gauge 
and column integrator. 

Actual railroad weight 23,890 Ibs. 

Purchased from Roots-Connersville Blower 
Corp., 21 West Street, New York 6, 
ae 2 

Purchase Price $6,389.00 

Meter has never been installed or used. 

VIRGINIA ELECTRIC AND POWER CO. 
Wesley G. Gay, Purchasing Agent 

Richmond, Virginia 














IT HAS BEEN SAID 

“2, every time any one of us meets a | 
friend, a neighbor—especially a stranger— 
we are the Gas Company. The impression 
that we make on our friends, neighbors and 
the strangers, becomes their impression of 
the Gas Company. 

“And it is so important that the people | 
we serve believe in us... . 

“So we must have the good opinion of | 
our neighbors and our fellow citizens with | 
us at all times. The way we do our jobs and | 
our attitude to others will assure us of the 
support of the people we serve... .” | 
Stuart M. Crocker, chairman, The Colum- | 
bia Gas System, Inc. | 
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FOR REPAIRING 
BELL AND SPIGOT 
JOINT LEAKS... 


SKIENNER-SEAL 
Bell Joint Clamp for 
stopping bell and 
spigot joint leaks 
under pressure. Gas- 
ket is completely 
sealed: at bell face 
by Monel Metal Seal 
band —at spigot by 
hard vulcanized 
gasket tip. 


AND BROKEN MAINS 


SKINNER-SEAL @ 
Split Se 
Clamp. One man 


Coupling 


install in 5 to 
15 minutes. Gasket 
sealed by Monel 
band. Tested to 
800 Ibs. line pres- 


sure 


can 


A lasting re- 
pair. 2‘ to 16” incl 


M. B. SKINNER 


SOUTH BEND 21, INDIANA 


American Gas Journal, July 195) 
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sate, simple, ol built. xa... 


ce ee As gasholders go, the Wiggins has a Designed by the famous conservation 
Builder's remarkably simple design. It has authority, John Wiggins. Built and erected by 


Committee Report none of the complicated mechanisms General American. 
(May, 1951) of pw oe No mate- The frictionless piston rises and falls with 
fiats that con be harmed by weather changes in the gas volume. The gas tightness 


Wiggins is the OnLy gasholder that . ve pes 
uses no water, no tar, no grease. and impermeability of the Wiggins dry seal 


























Wiggins assures no weather worries, has been proved in actual operation. 

no operating costs, no maintenance Can be built to any capacity. Old gasholders 
problems. It's the only gasholder with can be converted and capacity increased as 
an absolutely dry, frictionless seal. : much as 50%. 
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ux GENERAL AMERICAN 
TRANSPORTATION CORPORATION 
135 South LaSalle Street, Chicago 90, Illinois 


TRADE 







Off: 






s: Buffalo » Cleveland * Dallas « 
*We -hington * Expert Dept.: 10 East 


s Angeles * New Orleans * New York « Pittsburgh * San Francisco * Seattle St. Louis 











ew York 17, New York * Plants: Birmingham, Ala. + East Chicago, Ind. * Sharon, Pa. 
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Sprague Meters are designed for 
service — accurate, long time serv- 
ice that can be maintained with a 
minimum of time and expense by 
even the smallest shops. These built 
in features mean guaranteed sav- 
ings to you. 


A Sprague Meter is 
























nce 


, in| 





Interchangeable tops for 
standard or combination 
meter and regulator, 





always a good investment, particu- 


Metal-flanged diaphragms 
and tins-one complete unit, 


larly so with future maintenance 
costs in mind. Diligent attention to 
this problem in the design of 
Sprague meters keeps them in the 
field for long periods of trouble-free 
efficient service. 











SPRAGUE'S THE Buy! 


Oo lve— Ive sed, 
LONG LIFE, PERFORMANCE ne valve—one valve s 


Simple external adjustment. 














